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Diageo Global Travel and DFA open first Johnnie Walker 
Store in the Americas at MIA 

Global TR contact: Zack Boiko, zboiko@Actium.us; Latam‐and Caribbean TR: Daniel Bras, dbras@actium.us

Diageo Global Travel has 
opened the first Johnnie Walker 
Store boutique in the Americas in 
partnership with Duty Free 
Americas at Miami International 
Airport North Terminal, concourse 
D. 

The 1,145 sqf luxury boutique 
designed by Bloommiami was 
opened last week with a special 
ribbon-cutting ceremony attended 
by Travel Markets Insider. 

The boutique was created to 
bring a luxurious and interactive 
space “where consumers could not 
only learn about whiskies, but also 
immerse themselves into the world 
and journeys of Johnnie Walker,” 
Israel Escobedo, Account Director 
for Diageo Global Travel 
Americas, said before the ribbon 
was cut. 

The store showcases the latest 
products from the brand and offers 
shoppers special personalization 
and gifting opportunities through 
unique gifts, customized labeling 
and engraving services. Shoppers 
can also sample the Johnnie Walker 
blends and Diageo malt whiskies at 
the store’s elegantly designed bar. 

“The decision to have this store 
in Miami International Airport was 
made because of its important loca-
tion as the primary gateway 
between the United States and 

Latin America. Miami is a magical 
city with sunny beaches and an 
energetic vibe. It is for this reason 
that we wanted the store to pay 
tribute and to reflect the same spirit 
of this magical, energetic, and 
modern city,” continued Escobedo.  
     “I would also like to mention 
that this Johnnie Walker store 
would not have been possible 
without our strong partnership with 
Duty Free Americas,” he said. 
     “Johnnie Walker’s world- 
renowned brand speaks for itself, 
and we are extremely proud to be 

PEOPLE
Erik Juul-Mortensen has been 

re-elected President of TFWA for a 
further year. The Tax Free World 
Association Management Commit-
tee unanimously voted for Juul-
Mortensen during its quarterly 
meeting on Dec. 8 in Brussels.  

Francis Gros will step down as 
TFWA Vice-President Conferences 
& Research as he is leaving 
Luxottica to take up a new role in 
another company.  

Philip Geeraert, Director Inter-
national Sales at Neuhaus, has 
been elected to the Board to take 
on Gros’ role. 

 “I am honored to have been 
asked to continue in the role of 
President of TFWA for a further 
year, and I am grateful to the Board 
and Management Committee for 
the trust they have placed in me,” 
said Erik Juul-Mortensen. “I would 
also like to thank Francis Gros for 
his hard work and commitment 
during his time on the TFWA 
Board. His contribution has been 
invaluable and we wish him the 
greatest success in all his future 
ventures. 

“I would like to extend a 
warm welcome to our new Board 
member Philip Geeraert, and I 
greatly look forward to working 
with him, the TFWA Board, 
Management Committee and 
executive team as our industry 
moves forward into an exciting yet 
challenging new chapter in its 
history.” 

 Juul-Mortensen is one of the 
original founders of TFWA and 
has been a member of the TFWA 
Management Committee since the 
association was founded in 1984. 
He was elected to the Board in 
1986, serving as Vice-President 
Marketing & Communications for 
ten years with a further year as 
Vice-President Special Projects. He 
has served as President since 
September 1999. 

The next Management 
Committee election will take place 
in Cannes in October 2018.  

  

the only airport in the Americas to 
have a Johnnie Walker boutique,” 
said Joe Napoli, Miami Dade 
Aviation Department Chief of 
Staff. “Duty Free Americas con-
tinues to be the top grossing 
concessionaire at our airport, and 
they are sure to see even more 
success with this beautiful new 
location.” 
     Leon Falic, DFA president, 
adds: “We are excited to partner 
with Diageo to open the first 
Johnnie Walker Store in The 
Americas.” Continued on next page.  
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Continued from page 1.  
“This stunning whisky empor-

ium has created an immersive 
luxury retail experience for our 
consumers looking to purchase and 
experience something extra special. 
Duty Free Americas remains 
committed to providing shoppers 
with engaging brand experiences 
and therefore we are delighted to 
welcome this exciting new addition 
to Miami International Airport. 

“John Walker came here by boat 
but he is leaving here by Miami 
International Airport,” quipped 
Falic.  

 
Education and engagement 

Diageo Global Travel Managing 
Director Dayalan Nayager told TMI 
that the Miami boutique will offer 
consumers much more than they 
would be able to get in a typical 
duty free store location. 

“A lot of what will happen in 
the store is education. Where the 
scotch is from, which part of 
Scotland. How it is made. It is 
about being engaging, showcasing 
the brands, and bringing people 
into the category.  

“The people who work here will  

 

be highly educated brand ambassa-
dors who know the liquids. 
Visitors will have more access to 
malts. The store is not about 
packing the products on the 
shelves; it is about the engagement 
with the consumer. There is the bar 
where you can do tastings and 
trials. It is about scotch and 
building the scotch category,” he 
explained. 

To commemorate the new store, 
Diageo has created a special cask 
strength limited edition that will be 
available only at the Miami Inter-
national Airport Johnnie Walker 
store: The Johnnie Walker Blue 
Label Miami Edition. Inspired by 
the location and with a design 
created by local Miami illustrator 
Ernesto Miranje, the Johnnie 
Walker Blue Label Miami Edition 
celebrates the Miami culture by 
picturing hand-crafted designs of 
well-known landmarks together 
with the brand’s journey from the 
agricultural lands of Kilmarnock in 
Scotland to the glistening shores of 
Miami. 

This limited edition is currently 
on display inside the store and only 
500 bottles will be available for 
purchase from March 2018. 

“We know that people come to 
the airport to look for something 
special. This bottle is unique. It is 
personalized and local to Miami. 
The only place you can buy the 
Miami bottle in the world is in this 
store,” says Nayager. 

The Johnnie Walker boutique 
features the same design featured 
on the Miami Edition bottle on the 
wall behind the cash register as 
well as design elements that were 
created to bring out the feel of the 
distilleries in Scotland. 

“What we tried to do in the 
store is bring out the feeling of the 
distilleries. At the distilleries the 
stills are copper. You can see the 
copper coming through on the 
displays. You have the wood and 
the oak coming from the barrels 
and you have the peat,” says 
Nayager. 

The store will also be offering a 
range of Scotch whiskies for 
consumers to discover including 
The Singleton, Talisker, Oban, 
Lagavulin and some of Diageo’s 
Special Release malts. 

First Johnnie Walker Store in the Americas opens at MIA

 

 

Clockwise from top: A show-stopping copper display unit at the store 
entrance reflects the copper stills at Diageo’s scotch distilleries; “Johnnie 
Walker” attended the ribbon-cutting ceremony at MIA; Toasting the new 
Johnnie Walker Store,(from left) Joseph, Dov and Jerome Falic, Joe 
Napoli, Miami Dade Aviation Department Chief of Staff, Leon Falic, 
Diageo Global Travel Managing Director Dayalan Nayager, and 
Marcos Bibas, Commercial Director Global Travel Americas at Diageo 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FDFA: Changing direction and starting with a clean slate
Canada’s Frontier Duty Free 

Association is in transition.  
The Board’s decision to eliminate 

the role of executive director last 
September is just one facet of the new 
direction being taken by the Associa-
tion, which hosted its 32nd annual 
convention in November.  

For the foreseeable future, the 
FDFA has streamlined its operations 
and will be focusing on only three 
core issues, explained FDFA president 
Abe Taqtaq, during an in-depth 
interview with TMI in Montreal. The 
new mandate will only cover 
Government Relations; the FDFA 
Convention and increasing 
membership. 

Taqtaq says that the FDFA 
membership enthusiastically endorsed 
the new focus during the Operator’s 
Meeting that kicked off this year’s 
session, and many pledged to take a 
more active role in meeting the new 
objectives. 

“In the past the Association 
became involved with many other 
initiatives—marketing, education, 
training, etc. but we have re-evaluated 
our objectives and decided this is what 
we should be doing at this time,” he 
said.  

The FDFA has established two 
committees to analyze the best way 
the Association can meet the chal-
lenges it sees ahead.  

“Although we do not have an 
executive director right now, I am not 
saying that we will not have one in the 
future. But instead of just going ahead 
and hiring one, the board felt that we 
needed to contact the operators first 
and define some basic objectives 
about the Association: What do we 
do? How do we do it? What 
responsibilities would an executive 
have? Would we be better off with a 
lobbying organization? These are 
basic questions.” 

The Association had become very 
complacent, he explained. 

 “It is amazing what happens when 
you are in transition. You look at 
everything, almost with new eyes, and 
this has been very interesting for us to 
see what has fallen through the cracks. 
This transition and reevaluation has 
 

given us a clean slate. This Associa-
tion, after 32 years, is getting a fresh 
start. 

 “If you always put forward the 
same motions and the same approval 
process, nothing new happens. We 
have been doing the same thing over 
32 years. The internet wasn’t around 
32 years ago. Amazon wasn’t here. At 
that time 65% of our business was 
tobacco and liquor. Come on. This is a 
different world. Our organization and 
convention suited us well for most of 
that time. But it is no secret that over 
the past five years there have been 
more challenges.” 

Every aspect of the organization 
will be re-evaluated, said Taqtaq. 

“There will be no more marketing, 
no more eco bags, no more collabor-
ation tools. But some things will 
remain. The FDFA will always be 
here. We are always going to have an 
office. It is staying in Ottawa, at least 
for now. We are always going to 
conduct government relations. But 
retail is changing. And with the new 
dynamic of the retail world and the 
changes going on within our suppliers, 
this is an area we have to watch.  

“Other than facilitating and dissem-
inating information and gathering data 
for the members, we don’t want to get 
involved in business decisions. We 
don’t want to get involved with 
running people’s stores. Let the 
operators do that.  

“All we want to do is represent our 
members. We can do that most effec-
tively by representing them collec-
tively, both in front of government 
and in front of suppliers. By that I 
mean setting up the framework for the 
convention. We want to hold a con-
vention that has value not just for the 
operators, but also for the suppliers.” 

Taqtaq and the Board made a point 
of thanking FDFA Operations Mana-
ger Allison Boucher, who did an ex-
cellent job putting together this year’s 
convention, especially after longtime 
Executive Director Laurie Karson left 
the Association in September.  

“Allison really stepped up; her 
work effort is wonderful. The Board 
also had to become much more hea-
vily involved, and it did,” he noted.  

 

Government and global relations 
Taqtaq had an opportunity to 

speak at length with the new 
director in charge of Canada’s 
duty free shop program, Doug 
Band, and is optimistic about any 
issues confronting travel retail in 
the Canadian government right 
now.  

“There is some fine tuning we 
need to do with current programs 
and we have a wish list in front of 
CBSA. I look forward to being in 
Ottawa early in the year and meet 
with Doug Band (who was 
appointed director general of 
CBSA duty free program in 
August) to discuss these.” 

The FDFA also continues to be 
active on the Duty Free World 
Council. Although the FDFA 
Board decided not to merge its 
convention with that of IAADFS 
and ASUTIL, Taqtaq speaks 
regularly with Michael Payne and 
believes that cooperation between 
associations is critical. 

“Issues such as the World 
Health Organization regarding 
tobacco affect everybody in the 
industry. WDFC has some very 
interesting programs underway, 
such as training down to the staff 
level, with credits and certifi-
cates.

FDFA had tried to do something 
similar with the Retail Council of 
Canada, but does not have the 
resources or time to really look at 
it now,” he says.  

“To sum up, our mandate 
covers supplier relationships, 
putting people together at the 
convention, government relation-
ships, and increasing our mem-
bership. We cannot effectively 
provide a supplier component 
without increasing our member-
ship. We have begun to get some 
former members to return-- 
Thousand Islands and Johnstown 
have rejoined the Association.- 
We are the Land Border Duty 
Free industry. That’s what the 
brands are looking for. They are 
looking for representation, and be 
able to execute their plans on a 
global level.”  
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The ARI North America team celebrating their win as "Best Canadian 
Airport Duty Free Company" at this year’s FDFA Gold Standard Awards. 
This is the second year in a row that ARI takes home the big prize. In 
addition, ARI’s Salome De La Rosa - Luxury Sales Associate, Montreal 
won Outstanding Airport Duty Free Store Employee Award 2017 and the 
FDFA’s Lifetime Achievement Award was presented to Jacques Dagenais 
in appreciation for outstanding contribution and excellent service to the 
Duty Free industry and AerRianta International for over 24 years. 
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FDFA’s new convention format to tap into supplier 
expertise to build brands 
FDFA VP Tania Lee discusses with TMI the changes to expect in future 
conventions and why the Association is taking this path. Lois Pasternak reports.  

As part of its mandate to 
focus on its three main 
objectives, the FDFA Board 
was decreased from 7 to 5 
positions so that it could 
make decisions more 
quickly and be more 
efficient. The current Board, 
whose members have one 
more year in office, are 
comprised of:  
 
Abe Taqtaq – President 
Tania Lee – Vice President  
Simon Resch – Treasurer  
Cam Bissonnette - Secretary 
Philippe Bachand – Director 

They spend a lot of time, money 
and effort to attend,” she said.  

Lee’s convention committee 
embarked on a major study, 
spending the past year surveying 
all of the FDFA’s suppliers and 
operators, and came up with these 
key findings: 

“Our industry is consolidating. 
Look at a company like Dufry. It 
controls 10% of the duty free 
market and 24% of the airport 
market. How can we compete with 
a company like this and the other 
giants in travel retail? Canadian 
land duty free sales are $60 
million. In this $20 trillion retail 
omni-channel world, we are tiny. 
We don’t even make one percent 
of the total.  

“Also, we come here looking 
for innovation from our suppliers 
and we weren’t getting it. So we 
had to figure out who we are and 
what we are all about.  

 
Cost Justification is key 

“Our findings showed us that 
Cost Justification was #1 for 
operators and suppliers. We 
looked at the merger [of the 
convention] with IAADFS and 
ASUTILvery closely. We see their 
vision. They want to hold a Show 
of the Americas. That would be 
very nice. But they are taking three 
very different shows, and trying to 
merge them together. It didn’t 
make sense for us and we did not 
see that we would get value out of 
it. We were afraid we would lose 
our identity. As a smaller show, 
we have special relationships with 
our suppliers. We want to maintain 
this. Plus, we are looking for more 
innovation.  

“As for cost justification, our 
suppliers say that they love being 
in suites. They want to keep the 
FDFA Convention as a suite show. 
This would not have happened if 
we went with IAADFS. Their 
convention format is much more 
expensive.  

Networking is also key and 
both our suppliers and operators 

want access to buyers and key 
decision-makers.  

“So we asked ourselves, 
‘what does everyone expect 
from a meeting?’ Because you 
cannot get your day to day, your 
promotions, your innovations, 
all of this, covered in one 
meeting.”  

Lee said that the committee 
concluded that they were not 
being smart, and were not 
looking at the big picture.  

 
Adopting the 80-20 rule 
   Then they looked at the 80-20 
rule, said Lee. 

“Our suppliers have access to 
all the innovations we need. 
They have resources. They are 
multi-national corporations. 
They hire professionals to talk 
about every aspect of their 
business that we, as individual 
stores, cannot afford.   

“So, in this $22 trillion omni-
channel retail world, which is 
now driven by digital and social 
media activation innovation, 
how do we get access to these 
tools? We leverage the expertise 
of our suppliers, that’s how.”  

Lee says that instead of 
having meetings in suites about 
topics that they can discuss by 
phone, the day to day details, 
they now want to concentrate on 
the critical 20% of the ideas that 
generate 80% of their profits. 

Forum for collaboration 
“Our Mandate to our suppliers is 

come and bring your top 20% of 
ideas and instead of being a 
convention, we will become a 
forum for collaboration and inno-
vation. Suppliers could bring a 
master brand promotion already 
curated for POS, they could bring 
category management to us, mer-
chandising, innovations, anything 
that logistically helps us move our 
business forward, because we will 
be moving their brands forward.” 

The basic concept is that 
Suppliers will give their “big idea” 
presentation before specific groups, 
be it a regional group or another 
sub-category 

“We are calling this our forum 
for collaboration. We are talking 
about big ideas that we can imple-
ment.”  

Lee spent much of this year’s 
FDFA Convention giving suppliers 
a high level overview of what they 
can expect in the future:  “We are 
key brand builders with our 
suppliers, and they are interested in 
brand building.”  

She says that this new format 
will save time, effort and resources, 
because suppliers will not have to 
present the metrics and same story 
over and over to every single store.  

“With the new format, the con-
vention becomes about focusing 
one or two major ideas formatted 
around growth. I think the set-up of 
the show might be very appealing 
to suppliers and more operators. It 
is something different, and every 
meeting that you go to deals with 
an opportunity to grow your 
business,” she said 

Some suppliers TMI spoke with 
at the convention were worried that 
they would not have sufficient time 
to discuss all that has to be 
covered, but individual suppliers 
and operators will still be able to 
meet to discuss specific business.  

“I want convention goers to 
leave this event, filled with ideas to 
grow their business. That is not 
happening now,” she argues.  

Continued on next page.  
 

According to FDFA vice 
president Tania Lee, one of the 
owners of the award winning 
Blue Water Bridge Duty Free 
Shop in Ontario, Canada, the new 
format of the Canadian 
Association’s annual convention 
will focus on newness and 
innovation, and will tap into their 
suppliers’ expertise to deliver 
these objectives. 

Lee says that a great deal of 
research went into reaching this 
conclusion.  

“We understand that without a 
convention, our association 
cannot work together. But when 
we looked at our convention, we 
saw that over the years we had 
become complacent, apathetic 
and that the event did not have 
the excitement that it had had in 
the past.  

“We concluded that we were 
trying to do too many things at 
one time. We wanted speak to our 
suppliers about newness, we 
wanted to talk to them about our 
day to day activities, about 
promotions, networking, but at 
the end of the day we couldn’t get 
it all done. We had one hour 
meetings. How can you do all this 
in a one hour meeting?” 

Lee tells TMI that the FDFA 
members left the meetings feeling 
they did not have value.  

“We asked ourselves: did we 
get any growth ideas from this 
convention to take home to our 
business? And if not, why are we 
here?  It costs money and time. 
And we think the suppliers are 
asking themselves the same 
questions. 
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Tania Lee explains FDFA’s new convention format  

Continued from page 4. 
Other changes taking place 

include eliminating the trade floor, 
which has been attractive to new 
and smaller businesses. Potential 
new suppliers will instead present 
before a committee of buyers at the 
FDFA’s semi-annual meeting. 
    “If they resonate with the buyers, 
then they can come to the conven-
tion. The main convention will be 
about established suppliers. These 
are our partners.”  

Lee says that the FDFA will be 
looking for submissions and may 
invite companies from targeted 
categories to present at the semi-
annual meeting. 
 

Ironically, this year was one of 
the best trade floors the FDFA may 
have ever had—one highlight was 
a back wall filled with craft 
gourmet brands that generated 
great excitement.  

The FDFA will consider ideas 
of repeating this in the future, 
perhaps at a lunch where all the 
food vendors can prepare offerings.  

Other changes will include 
sponsorship, the use of socially 
interactive installations at the hotel, 
such as a selfies station for a new 
launch, or other booth type arran-
gements, with hashtags, etc. make 
it more fun and compelling.    

For the next three years, the 

FDFA Convention is taking place 
at the King Edward Hotel in 
Toronto, which has undergone an 
extensive renovation. 

There will be no more off site 
fun nights, but the Association will 
set up opportunities for networking 
within the Hotel. 

The Association is also tenta-
tively moving the gala dinner to 
Monday night so people are not 
forced to stay as many days if they 
finish up before then. The agenda 
will be fewer days divided into 
categories. ie. Liquor and frag-
rances Monday and Tuesday. 
Tobacco and non-core on Tuesday 
and Wednesday.  

“This way we have a greater 
chance to have key decision 
makers at the presentation. 
They are much more likely to 
attend one day of meetings 
before the region rather than 
four days of meetings with 
individual stores.”  

Lee admits that some of 
these ideas are a distinct change 
from how things have been 
done in the past, and she says 
other changes could be made in 
the future.  

“This is the draft version of 
our convention for 2018; we are 
a work in progress,” she 
concludes. 

DFS retains San Francisco duty free 
concession  
 

The San Francisco Airport Commission on Dec. 5 
approved the awarding of the duty free and luxury 
concessions at San Francisco International Airport to DFS 
Group. 

DFS will operate 10 duty free and luxury stores in the 
airport’s international terminal and one store in Terminal One 
totaling 46,295 sqf. The contract is for a term of 14 years. 

Along with its duty free stores, DFS will operate Herm{s, 
Gucci, Burberry, Yves Saint Laurent and Coach boutiques. 

DFS beat out strong competition for the tender from Dufry 
North America, Duty Free Americas San Francisco, and 
Heinemann-led Travel Retail San Francisco. DFS has been 
operating at San Francisco International Airport since 1972 
and completed a major 18-month renovation at SFO in 2014. 

 

 
Some of the current DFS stores in San Francisco International airport. 

IATA: October pax demand rebounds from 
weather-impacted September 

The International Air Transport Association (IATA) announced that 
global passenger traffic for October rose 7.2% compared to the same 
month last year.  

October’s performance was a strong bounce-back after the hurricane-
related disruptions in September. Domestic and international travel 
growth largely was in balance. 

 
International Passenger Markets 
     International passenger demand rose 7.3% in the month compared to 
October 2016, which was an improvement compared to the 6.6% 
demand increase for September. Airlines in all regions recorded growth.  
     Asia-Pacific airlines led all regions with traffic growth of 10.3% 
compared to the year-ago period, up from an 8.7% rise in September. 
Seasonally-adjusted passenger volumes are rising at an annualized rate 
of 8-9%. 
     European carriers’ October demand climbed 6.2% over October 
2016, slowing from 7.2% YOY growth recorded for September. 
Economic conditions have shown strong improvement over the past year 
or so, but the upward trend in seasonally-adjusted traffic has slowed 
considerably since May.  
     North American airlines’ traffic climbed 3.7% in October compared 
to the year-ago period, the lowest among the regions but an improvement 
compared to the hurricane-impacted 3% growth in September. 
     Latin American traffic rose 8.7% in October, down from September 
growth of 10.7%, but still the second strongest percentage growth among 
regions. On a seasonally-adjusted basis, however, volumes are slightly 
below where they were three months ago. This may indicate spillover 
from the impact of Hurricanes Irma and Maria.  
     Middle East traffic rose 6.9% in October, improved from 3.9% in 
September. Demand to and from North America fell in year-on-year 
terms for the seventh consecutive month in September (the most recent 
month for which route-specific figures are available) and it remains the 
only international market not to have grown in annual terms this year.       
     African airlines’ traffic grew 7.5% year-on-year in October, up from 
3.6% in September.  
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offers a self-contained environment 
for Luftwerk's creation, which uses 
projected  
color and light against a specially 
designed nature-themed back-
ground inspired by the anemone 
motif.  

On the outer wall of the passage, 
a screen reveals the details of 
Perrier Jouët's collaboration with 
Luftwerk, while champagne flutes 
perched on golden reeds and a 
bottle display invite onlookers to 
discover several of the Perrier-
Jouët champagnes. Passengers are 
directed to the nearby Duty Free 
Americas store to purchase the 
champagne, which is being offered 
with a special discount during the 
month of December while the pop-
up is active.  

Passengers throughout the 
airport are also notified about the 
tasting and the shopping 
opportunity on their smart phones 
or other devices through MIA’s 
innovative data beacons system. 

Paola Pinto, General Manager 
Travel Retail Americas at Pernod-
Ricard, expects as many as 7,000 
tastings during the MIA activation.  

Perrier-Jouët unveils art-inspired immersive digital pop-up at MIA 

Just in time for Miami’s famed 
Art Basel celebration, travelers at 
Miami International Airport will be 
able to discover Eden by Perrier-
Jouët, an all-encompassing digital 
experience that introduces 
passengers to Perrier-Jouët’s Belle 
Epoque range of champagnes. The 
Art Nouveau-themed installation 
was officially opened on December 
4 with a ribbon-cutting attended by 
Pernod Ricard executives and staff 
from Paris, London and the U.S. 

Located in MIA’s North 
Terminal, the eye-catching pop-up 
is the latest manifestation of the 
Maison Perrier-Jouët's association 
with the world of art and design. 
Created by the Chicago-based 
artists Luftwerk, the pop-up 
introduces air passengers to themes 
that will be explored in greater 
detail at Design Miami 2017 and 
the associated Eden by Perrier-
Jouët event.     

Perrier-Jouët has been a partner 
of Design Miami since 2012. 
Luftwerk, an artistic collaboration 
between artists Petra Bachmaier 
and Sean Gallero, use projected 
color and light to reveal familiar 
environments in unexpected new 
ways, say the artists. Much of their 
work interacts with iconic 
architecture, such as Frank Lloyd 
Wright’s Robie House. 

Maison Perrier-Jouët, one of 
France's most historic champagne 
houses, is known for its iconic 
anemone motif on the bottles of its 
Belle Epoque range, designed by 
Art Nouveau pioneer Emile Gallé 
in 1902.  

The pop-up in the airport en-
compasses a covered passage that 

Chicago artists Petra Bachmaier (left) and Sean Gallero (Luftwerk) with 
Pernod Ricard’s Paola Pinto at the ribbon cutting for the opening of the 2017 
of the Perrier-Jouët pop-up installation at Miami International Airport on 
Dec. 4.  

Puig brings ‘Paco Market’ experience to 
Tocumen International Airport, Panama 

Puig and Attenza  
Duty Free have part- 
nered to create a new 
Paco Rabanne Retail- 
tainment concept,  
Paco Market, at  
Tocumen Interna- 
tional Airport in  
Panama. Tocumen is  
the main hub airport  
of Central America  
with 75% of its an- 
nual 7.5 million passengers in transit.  

Paco Market, adjacent to Attenza’s main store, has been strategically 
located to attract transit passengers and capitalize on their significant dwell 
times, The impactful pop-up will be open for three months, starting 
November 1, 2017, and showcases all three Paco Rabanne brand universes 
– Million, Invictus/Olympéa and XS, including the latest launch in the XS 
universe, Pure XS. 
Paco Market offers a number of retail elements and design features which 
create a playful take on the world of retail, including: 
- Vending-machine style retail furniture; 
- A check-out conveyor belt-style fragrance bar; 
- Grocery baskets with an assortment of Paco Rabanne fragrances; 
- Fashion mannequins sporting Paco Rabanne dresses; 
- A large digital screen displaying brand video spots and animated 

graphics; and 
- A Selfie-Station, inviting shoppers to share their photos on social 

media via the #PacoMarket hashtag and by tagging 
@PacoRabanneParfums. 

    Two beauty advisors are on hand throughout the day to guide shoppers 
through the experience. In order to drive footfall and conversion, travelers 
are offered a Paco Market scratch card with the opportunity to win 
fragrance samples and Paco Rabanne gift packs.  
     The activation is further supported by display advertising around the 
airport and geo-localized Instagram and Facebook posts driving traffic to 
the pop-up store. 

 

AT THE POINT OF SALE 
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Five years after legislation was 
passed authorizing border duty free 
shops in 32 Brazilian cities, 
Brazil’s first duty free border stores 
could open as early as July 2018. 

Brazilian legislators and other 
stakeholders attended the country’s 
first National Seminar on the 
Installation of Free Shops in 
Brasilia last week.  

At the seminar, which was 
organized jointly by Unale and 
Parlasul (the Amazonian 
Parliament and Parliamentary Front 
in Defense of the Installation of 
Free Shops), Ronaldo Medina, 
Undersecretary of Customs and 
International Relations of the 
Brazilian Federal Revenue, 
presented updated information for 
the installation of border stores. 
     According to Medina, the five-
year delay resulted from the diffi-
culty preparing a regulatory system 
for the new stores. 

“There is no similar model in 
another country, the free zones are 
very different from the airport 
shops and the country's tax system 
also complicates the situation," he 
commented. 

Medina said the system to 
control the purchases of Brazilian 
residents was almost ready; final 
software tests will take place next 
March.  He expects that the final 
legislation for control and 
implementation will be published 
in January. 

It is possible that the Brazilian 
Presidential elections next October 
may bring about a further delay, 
however.  

Brazilian industry commentators 
told TMI that Brazilians will be 
allowed to purchase $300 of duty 
free goods per month in Brazilian 
stores and $150 in stores located in 
neighboring countries. It appears 
that the list of products that can be 
sold in the Brazilian border stores  

will be wider than currently 
permitted in Uruguay. 

Border shop operators in 
Uruguay are studying the situation 
with interest. There are already 
moves afoot to petition the 
Uruguayan government to allow 
Uruguayan nationals to purchase in 
stores located in Uruguay and to 
expand the list of products that can 
be sold. 

Carlos Loaiza Keel, secretary 
general of the Chamber of 
Uruguayan Free Shops, advised 
that they are seeking that 
legislation governing border stores 
is the same throughout Mercosur. 
He said, “The new stores in Brazil 
will generate a much greater 
movement of people and 
commercial activity will increase. 
At the same time we are seeking 
that governments in Mercosur 
adopt a balanced legislation in each 
country, to ensure a level playing 
field for all.” 

John Gallagher 

Brazilian border shops to go ahead in 2018? ShopGallery adds 
Banana Republic to 
Aeroparque retail 
offer 

Argentina’s leading duty paid 
travel retailer, ShopGallery, has 
opened the country’s first Banana 
Republic pop-up store at Buenos 
Aires Aeroparque Airport.  

The temporary pop-up, located 
in the domestic departures area, has 
opened in time for the holiday 
season and will allow Argentine 
travelers access to a select range of 
items from the brand for the first 
time.  

The items on sale come from 
Banana Republic’s global assort-
ment and reflect options best suited 
to the region’s seasonality and 
airport demographic. 

A spokesman for the retailer 
said the initial focus will be on 
gifting for the holiday season and 
purchasing last minute items for 
use during the main Southern 
Hemisphere summer vacation 
season.  

“This is the first time that that 
customers in the region have been 
able to shop in a Banana Republic 
location and we are convinced that 
the travelers at Aeroparque will 
enjoy the new shopping experience. 
Pricing will be in line with US 
retail pricing, which clearly will be 
a great benefit for our shoppers. 
Our commercial strategy will 
continue to focus on bringing in 
brands that are not available or are 
difficult to obtain in the local 
market to meet the needs of our 
regular and loyal shoppers,” he 
explained. 

JG 

Airmall Cleveland awarded 5-year contract extension at CLE 

Airmall Cleveland has signed a 
five-year contract extension to 
continue its role as developer and 
manager of the retail concessions 
program at Cleveland Hopkins 
International Airport (CLE), 
effective Jan. 16, 2019.  

Under the contract extension, 
the Fraport USA unit will continue 
managing the retail and dining 
program at CLE through beginning 
of 2024. The agreement covers the 
design, construction, lease and 
management of all retail merchan-
dise and food and beverage facil-
ities at the airport’s terminals.  

Since 2008, Airmall Cleveland 
has transformed the retail and 
dining program at CLE by doub-
ling the amount of concessions 
space to approximately 60,000 
square feet with 51 units. 

The developer has also attracted 
a number of new and local brands 
to create a sense of place, including 
Great Lakes Brewing Company, 
Bar Symon, Inca Tea and the Rock 
& Roll Hall of Fame Museum 
Store. 
 

Concessions employment has 
increased by 60%, and sales per 
enplaned passenger are up 88% to 
$10.46. 

 In addition, Airport Concession 
Disadvantaged Business Enterprise 
Program (ACDBE) operators 
account for 45% of sales at CLE 
under the developer. Enhance-
ments to the program will include 
a new outreach and development 
program and a mentoring program 
to strengthen the stability of 
ACDBE and small businesses. 

 “We look forward to creating 
more breakthrough opportunities 
for small businesses and adding to 
a strong mix of local and national 
concepts with programs that 
deliver a best-in-class experience 
for passengers and the community 
at large. Building on the momen-
tum of the past year, with steady 
passenger growth and new air 
services, Cleveland Hopkins has a 
bright future,” said Ben Zandi, 
president and CEO, Fraport USA.   

“We are focused on creating a 
sense of place that celebrates our 
 

 region, providing opportunities for 
local businesses, and delivering a 
first-rate visitor experience. Given 
Airmall Cleveland’s track record 
and investment in the success of 
the concessions program, we know 
they are ready and able to help us 
achieve our goals,” said CLE 
Airport Director Robert Kennedy. 

CLE officials forecast total 
passenger traffic in 2017 to exceed 
9 million passengers, a record high 
since 2014. 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Beauty Industry Account Executive Needed 

Michel Germain Parfums Ltd. 
an award winning, leading Canadian creator and manufacturer of 
prestige fragrances, with customers throughout North America, 
seeks a dynamic proactive sales professional to manage our  

Duty Free Business in Canada and the Caribbean 
 as well as independent retailers in Canada and the USA. 

 
You must have prior beauty industry experience, be able to work 

independently, driving growth with our customers. Ideally you will have at 
least 10 years of sales experience in the beauty industry, with a proven 

track record of sales growth and excellent account management. 
Canadian residency is not required.  

Please submit your resume to ecook@michelgermain.com  please 
ensure the subject of your email is “career opportunity” 

 

has an opening for an  
East Coast Sales 

Coordinator 
 

The ideal candidate is highly 
organized, dynamic, self-

motivated and with strong sales, 
analytical and managerial skills. 

Responsible to develop the 
sellout in his/her territory, Beauty 

Advisor management, 
implementation of 

merchandising, stock level 
follow-up, retail sales analysis, 
and promotion set-up among 

others. 
  

Ability to travel 50%.  
Proficient in MS Office. 

Education: Bachelor’s degree 
Experience: Minimum 1 year 

experience in a commercial or 
similar role.  

Experience in Luxury Company 
within TR is a plus. 

 
Please send resumes to: 

Deborah Seckler   
Deborah.Seckler-

Tarac@clarins.com 

 
 
 
 
 
 
 

Breitling Caribbean 
Has immediate opening for the 

following position 
Marketing Coordinator: 

 
Responsibilities Include 

*Process Co-op submissions, 
invoices and coordinate end of 

year reports. 
*Update daily advertising 

budgets. 
*Facilitate in-store 

visual/transparency 
merchandising requests from 

POS in keeping with corporate 
guidelines. 

*Order creative for print media 
and approve tag lines. 

*Fulfill outdoor creative needs 
*Coordinate media agency 

requests 
*Liaise closely with marketing 

director on other marketing 
initiatives and events as needed. 

 
Position Requirements: 

*Full Time, Miami based office- 
local candidates. 

*Minimum 3 years of relevant 
professional experience. 

*Exceptional MS office skills. 
*English a must, Spanish and 

other foreign languages a plus. 
*Outstanding organizational, 

communication and presentation 
skills. 

*Strong attention to detail. 
 

Please send resumes to 
Heidi.dettinger@breitling.bs 

 

 
 
 
 
 
 

Sell-In Sell-Out Analyst  
for the Miami Office of  
BREITLING Caribbean  

 
Using proprietary analysis and 

reporting tools, position will 
monitor and access performance 

and support management 
decision making.  

Specific responsibilities 
include but are not limited to: 
*Extracting and interpreting data. 
*Updating and running statistical 
models, tracking results against 
forecasts, and fine-tuning future 

Forecasting.  
*Creating budget modeling through 

sales analysis, interpretation of 
future forecasting variables.  

*Build reporting structures on SKU, 
category and whole business 

performance.  
*Prepare key weekly, monthly and 
quarterly reports via PowerPoint 

presentations, conference call and 
or meetings.  

Other functions:  
*Developing databases, data 
collection systems, and other 

strategies for statistical efficiency. 
*Research, evaluate, and 

implement new analytic techniques 
or technologies. *Providing support 
and training to other analytics staff. 

*Analyze customer sales 
databases, tabulating sales reports 

for contest results. 
 Position Requirements:  

*Full Time, Miami based office 
local candidates.  

*Minimum 3 years of relevant 
professional experience.  

*Exceptional analytical and MS 
office skills.  

*Strong attention to detail.  
 

Please send resumes to 
info@breitling.bs 

 

 
 
 
 
 
 
 

Executive Assistant  
to the President  

BREITLING Caribbean  
 

Specific responsibilities 
include but are not limited to:  
*Type letters, reports, e mails from 
electronic Dictaphone. *Reformat 
documents drafted by executives 

and send out.  
*Work multiple priority activities that 
require considerable coordination 

and follow through to meet 
deadlines and requests. *Maintains 
President’s highly active calendar 

by setting, monitoring, and 
confirming appointments; reminding 
President of schedules; preparing 

visitors material reports and 
developing itineraries-travel plans. 

*Work independently and/or within a 
team on special projects as 

assigned.  
*Liaise with clients/partners. 

*Utilizes knowledge of company 
culture, operations, policies, 

procedures in performing duties 
with minimal direction/supervision. 

*Keeps copious notes at all 
meetings, attends meetings 

president is unable to attend. 
Manages and orders office 

supplies.  
 

Position Requirements:  
*Full Time, Miami based office local 

candidates.  
*Minimum 3 years of relevant 

professional experience. 
*Exceptional MS office skills. *Pro-

active.  
*Strong attention to detail. 

*Excellent interpersonal skills.  
 

Please send resumes to 
info@breitling.bs 
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ESSENCE CORP. 
has an immediate opening for a 

Market Coordinator. 
This position provides daily 

support in the department by 
ensuring high levels of 

communication and performance 
with internal and external 

customers.  
The ideal candidate must be fluent 

in English & Spanish with an 
advanced level of Excel skills. 
Highly proficient in the ability to 
complete Sales Analysis and 

Forecasting Reports.  
 

Responsibilities include but are 
not limited to key administrative 

tasks, order processing and 
customer support.  

Must possess strong 
organizational skills, self-driven, 
team player, and have the ability 
to multi-task in a very fast paced 

environment. 
 

Please email your resume to 
musallan@essence-corp.com  

 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 

 
Management and marketing 

company for Wines, Spirits and 
Consumer Health Care, Stansfeld 
Scott is seeking an energetic and 

resourceful Caribbean Area 
Manager, based in Florida or the 

Caribbean, to represent a portfolio 
of internationally recognized 

brands across the Caribbean. 
 

The successful candidate will work 
closely with regional distributors to 
inspire and motivate their teams to 

grow market share and sales. 
Apply today to join our winning 

team by sending your resume to: 
opportunity@stansfeldscott.com 

 

 

 
 
 
 
 
 
 

Has an immediate opening for a 
Category Sales Manager 
for Liquor, Tobacco and 

Confectionery  
  

Tasks: 
Category Management 

Create customer price lists, manage 
category space responsibilities; 
track and measure sales results, 
secure category information for the 
region, PAX, channel, or other 
market research; work in 
conjunction with Purchasing to 
develop vendor supported 
promotional programs and other 
items; verify all forecasts 
maintained in the replenishment 
system.  
 

Sales Coordination 
Create new product offers & 

catalogues, communicate 
assortment updates; create & 

maintain assortment files; 
coordinate information entered in 

SAP; maintain promotional calendar 
and create monthly presentations 

for customers; issue customer 
credit and debit notes. 

Additional responsibilities may 
apply. 

 
Position Requirements 

Full Time, HQ based position (Coral 
Gables); graduate degree (college). 
English a must, Spanish and other 

foreign languages a plus. 
 

Please send resume to 
info@heinemann-americas.com  

 

EMPLOYMENT OPPORTUNITIES

ACTIUM 
Has immediate openings for the 

following positions based in 
Miami: 

Area Manager  
Caribbean & Central America  

(Beverages Division) 
Manage relationships with 

existing clients and prospect for 
new ones in assigned region in 
both domestic and travel retail 

markets. This role will require the 
candidate to drive sales, design 
and monitor the implementation 
of marketing plans, train sales 

force of all clients and act as an 
interface between the brand and 
the clients and ensure seamless 

flow of information. 
 

Requirements 
- 3 years of relevant professional 

experience 
- Travel 25% minimum 

- English and Spanish (French is 
a plus) 

- Excellent communication and 
presentation skills 
- Results oriented 
- MS office skills 

 
Please send your CV to:  

Dflores@actium.us 
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ALTIMETRE GROUP 
has an immediate opening for 

an: 
Account Coordinator 
Caribbean Territory 

Description 
Sales development and customer 
support (merchandising, training, 
promotion) for the beauty market 

in the Caribbean. Current 
activities are for a prestigious, 

imported Baby/maternity beauty 
and hygiene brand.  

Additional beauty brands in the 
future. 

Requirements 
ꞏ   Must be able to open accounts 
and negotiate best sell-in 
conditions in stores. 
ꞏ  Retail knowledge to organize 
sell-out promotions and Actions at 
points of sale. Channels include 
pharmacies, drug stores, 
perfumeries, hotels. 
ꞏ  3+ years retail sales experience 
in health/cosmetics, and/or 
knowledge of the territory 
required. 
ꞏ  Ability to work independently, 
prioritize and handle multiple 
deadlines. 
ꞏ Excellent organization and 
attention to detail, ꞏ Must be able 
to travel at least 50% of the time. 
ꞏ Fluent English; Dutch and 
Spanish a plus., ꞏ  Can be a multi-
company freelance sales rep. 

 
Please email your resume 

to adv@altimetregroup.com 

 

 
 
 
 
 
 
 

has an opening for a  
Marketing Manager 

based in Miami. 
 

The position covers the 
development and coordination of 
internal and external advertising 
and communication campaigns 
for the Heinemann Retail Brand 
on Cruise ships (and other areas 

of the business); 
Provide customer attraction and 

satisfaction to support sales 
targets; 

Liaison between the global 
marketing department, product 
management, sales teams and 
operations manager to ensure 

achievement of sales and budget 
objectives. 

 
Duties of the job:  

Coordinate production of 
advertising campaigns;  

develop a customer engagement 
portfolio; prepare and execute 

marketing objectives and policies; 
develop planning tools and 

calendars; oversee development 
of visual merchandising concepts; 
visit sales teams onboard cruise 
ships; source and manage a full 
service marketing agency, etc. 

 
Interfaces to the following 

departments:  
HQ- Global Marketing team in 

Hamburg; HAI- Sales, Purchase 
and Logistics Departments; 

Cruise Ship- Operations 
Manager, Sales Staff 

 
Qualifications and minimum 

requirements: 
Bachelor’s degree in 

Marketing/Communications 
At least five years of relevant 

industry experience.  
Cruise retail a plus 

Excellent communication skills 
Capability in dealing with 

complexity in a multinational 
environment 

Analytical skills to forecast and 
identify trends and challenges. 

 
Please send resume to 

info@heinemann-americas.com  

*NEW* 
THE SHISEIDO GROUP 

has an immediate opening 
for a  

Financial Analyst position  
for its Fragrance Division 
based in the Miami office. 

 
The ideal candidate has a 

degree in Finance/Accounting 
and some experience with 

SAP.   
Main responsibilities will 

include A/R, A/P, audit of T&E 
reports, assist with monthly 

closing, etc. 
 

Candidates eligible to work in 
the USA  

please submit resumes to  
mfernandez@sac.shiseido.co

m. 


